APPENDIX A
distressing, but not unamusing, if it were not for the
fact that advertising is so expensive. Consider all the
otherwise valuable labour and machinery that must be
used up in telling people, in the first place, what is not
true, and in the second place they are not in the least
anxious to hear. Who, except Mr. Smith, is anxious
to be told that Smith's Hair Oil, in two-shilling
bottles, will prevent grey hair, which it won't? Who
wants to be told that Myrna Loy and Clark Gable are
**Now featuring in the most stupendous moving
picture ever presented to the public/* which is highly
improbable? Yet how can Mr. Smith or the Paramount
Picture Co., Inc., or whichever organisation controls
the destinies of the unfortunate actors, sell their
abominations unless they expend vast sums of money
and employ thousands of otherwise useful people in
telling fibs? Everyone will agree that under capitalism
it is not physically possible.
The proper function of advertising, clearly, should
be that of telling people things that are, firstly,
approximately true, and, secondly, things they would
probably like to know. Under capitalism, advertising
is almost entirely a gigantic waste of life. Most of the
labour and resources at present employed in making
advertisements ought, under a rational system, to be
used for producing goods that people want.
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